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Abstract 
This article presents the importance of sales forces in the marketing activities of companies that are concerned with a good track 
record in sales, on a competitive market, obtaining a reference position and winning long-term customers. The necessity of 
adopting competitive strategies determines an accurate assessment of the sales force position concerning marketing activities 
managed by these companies. This study is based on the results of direct research conducted among Romanian companies, and at 
the same time, there are analyzed a wide range of issues related to the objectives achieved by the sales forces, appreciated 
characteristics and required skills of sale forces. There are also revealed the main sale concepts  used in the practice of sales 
forces, in such a way   that different features could be captured and guidance in marketing decisions of Romanian enterprises 
could be kept. 
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1. Introduction 
Sales forces are considered an important component of integrated marketing communication through which 
companies try to achieve marketing objectives proposed. Obtaining a competitive position in the business and 
winning a larger and larger number of loyal customers are the main objectives that can be achieved through joint 
marketing and sales strategies appropriate. If companies are characterized by "selling orientation", the sales forces 
assume a leading role in gaining competitive advantage in the relevant market due to their peculiarity, namely, the 
process of selling direct contact with potential clients. In other words, sales forces will be an interface between the 
company and its customers, serving to understand and implement the marketing strategy adopted by the company. 
The company's vision is essential in the sales force position in relation to marketing activities. The sales forces 
are, therefore, responsible for implementing the marketing strategy (Wilson, 1996). Also, the sales forces play a key 
 
Building a partnership between the sales force and consumers creates a strong competitive advantage for the 
company, establishing itself in this respect, with a very good organization of sales force activity. In this way, 
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companies selling orientation managers set clear objectives to be achieved by the sales forces and their required 
skills to achieve high performance. Sales forces performances are determined by several factors such as 
characteristics, motivation, skills and role of sales forces in the organization (Walker et al., 1977; Behrman and 
Perreault, 1984; Churchill et al., 1985). 
 
2. Development of Hypotheses 
In this study, based on direct research among the 115 companies in Romania working in different areas, 
industrial, consumer goods, trade, services, with a high degree of competitiveness have been analyzed a number of 
variables that determine the features of the sales forces, and formulated four research hypotheses. 
The first hypothesis was formulated as follows: 
H1: In relation to marketing activities in the surveyed companies, the sales forces are considered as a separate 
component of promotional communication. 
Assuming that there is a strong relationship between marketing department and sales, a "co-ordination of 
activities between Sales and Marketing Departments" (Kahn and Mentzer, 1998, Weitz and Bradford, 1999) we can 
say that the sales forces are those that will implement the marketing strategies adopted and will be responsible for 
developing a lasting relationship with customers. By developing a communication process between the two partners, 
Sales force and buyers; the possibility of convincing customers, of attracting and their loyalty, and thus  obtaining a 
competitive advantage built through sales forces will rise. 
The second Hypothesis made: 
H2: The objectives are accomplished to meet the company's marketing objectives, and their implementation need 
a clear description of same activities and specific tasks that will be supported by the sales forces. 
To sell successfully, the sales forces must be organized so as to be clearly established the responsibilities and 
tasks to each salesperson. Prospecting, targeting, communicating, selling and servicing  are the main objectives to be 
identifying competitors, building lasting customer relationships, conducting merchandising activities, focusing on 
2006). 
To achieve these objectives, the sales forces must have a number of required features and specific skills in selling  
in various fields. Therefore, the following hypothesis studied was: 
H3: The ability of the sales forces to sell is determined by a number of relevant features as well as the skills 
acquired during the training in sales. 
No matter what field they operate in, the sales forces must have certain characteristics, skills needed to convince 
customers to buy advertised products. The complexities of the sales activity conducted in a competitive 
environment, requires concerted efforts to win customers in several directions: market segmentation, market 
analysis and sales forecasts, selling team coordinator (Wilson, 1993), acquisition and transfer to the company of 
written information about customers and competitors (Anderson, 1996, Wilson, 1993, Marshall et al., 1999), 
customers relationship development (Weitz and Bradford, 1999). 
The last hypothesis made was as follows: 
H4: The powers held by the selling forces properties are built on the concepts of sales and selling techniques used 
in practice for success. 
Occupying a competitive position in the market requires sales forces to be trained through specialized programs 
based on developing skills in implementing known sales techniques, such as the matrix win-win, focused on 
building a partnership between a buyer and a seller (Miller and Heiman, 1989), the matrix of planning focused on 
using the concept of sale (identifying the reasons why a customer buys a product), the concept of client (identifying 
- -vis the product) and the product concept (presentation of product characteristics ), 
(Miller and Heiman, 1989), the model described in the sales process stages (Futrell, 2006), SPIN model based on 
specific questions to the customer on the situation / problem / implication / need-payoff (Rackham, 1988). 
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3. Methodology    
This empirical study was conducted on a sample of 115 companies in Romania in various fields, five industrial, 
consumer goods 11, commerce 44, 48 services and 7 others which reveals the heterogeneity of this sample. The 
questionnaires with predetermined questions were completed only by sales and marketing specialists in specific 
departments, in order to achieve a high degree of professionalism in the questionnaires. To analyze the results we 
used SPSS software. To determine the competitive position of the companies on the reference  market  we have 
recourse to their position and financial situation recorded in the year 2011, the gained market share and to determine 
the competitive level, the number of companies operating in that field. The results showed that 8% of respondents 
have a market share above 30%, 22% have a rate between 15% -30%, 27% from 3% -14.9% and 51% below 3%, 
which shows that the predominant structure of the sample mainly consisted of small companies and followers. 
Depending on the place market turnover recorded in the year 2011, the classification was as follows: 8 companies 
are first in their field, 18 companies occupy positions 2 and 3, 17 companies occupy places between 4-10 and 70 
companies fall below the number 11, as shown in table 1. There were two non-responses out of the total sample. The 
correlation between the number of competitors and the position in relation to the sales forces marketing activity 
reveals a relationship between the marketing and the competitive approach. 
 
Table 1. The correlation between the position of the sales forces in relation to marketing activity and the number of the 
competing companies 
 
The number  
of the  
competitors  
Sales force position in relation to the marketing TOTAL 
Out of the  
marketing 
 activity  
A distinctive  
component of 
the marketing  
mix  
A component  








situation   
The only one - 3       75%  1        25% - - 4       100% 
Between 2-5 3       37,5% 4       50% -    1      12,5% - 8       100% 
Between 6-20 1       5% 10     50% 4        20% 5      25% - 20     100% 
Over 20 15    18,8% 35     43,8% 11     13,8% 17     21,3% 2       2,5%  80      100% 
TOTAL 19     17% 52     46,4% 16     20,5% 23     20,5% 2       1,8% 112    100% 
 
 
It is noted that only 20.5% of respondents considered the communicational sales forces, as a component 
which disproves the first hypothesis H1 formulated.  
When a market with many competitors, it is assumed that there is a strong competition and marketing 
decisions are needed to be capable of achieving positive results. The sales forces are not invested with a 
communication role and they cannot effectively contribute to achieving some of the objectives, for example, the 
long-term relationship building with customers, but do not  preclude the adoption of sales techniques capable of 
obtaining competitive advantage. 
The results correlate the sales forces position in relation to the marketing and sales techniques adopted 
and show that out of the 52 companies that consider the sales forces as a part of the communications mix, showed 
a rate of 63.5% that adopt Win-Win matrix, 75% take the Planning matrix, 71.2% adopt the model of the sales 
stages and 92.3% adopt the SPIN model. 
In the H2 hypothesis there has been confirmed that the specific objectives of the sales forces involve 
having the marketing skills necessary for maintaining or gaining a competitive market position. As objectives, the 
actual sale was indicated by 91.2% of the companies from a total of 114 respondents, indicating that the sale is 
considered a practical marketing activity, negotiating and concluding contracts, 70.2% of the companies , 
collecting information about customers and competitors, 64% of the companies, identifying potential markets 
63.2% of the companies, providing technical advice, 52.3% of the companies define customer profile 43% of the 
companies, carrying out merchandising activities of 19.3% of the companies. In the case of H2c, the lower 
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percentage of companies that define the  profile and their geographical location may indicate a 
weakness in the management of the sales forces in the direction or orientation of the target consumer knowledge 
which is exclusively within the marketing department, that deals in the segmentation and the description of the 
target group of consumers. The lowest percentage recorded for H2f can be read in correlation with the business of 
these companies, because the objective of the pursuit of merchandising activities is specific. 
In H3 the sales forces characteristics necessary to successfully accomplish the goals and tasks are as 
follows: 88% of the companies indicating enthusiasm as important and very important, energy, 92.3% of the 
companies, tenacity, 94% of the companies knowledge about the product, 92.5% of the companies, persuasion, 
89.5% of the companies, honesty, 89.5% of the companies, flexibility, for 74.7% of the companies. 
The fourth hypothesis H4 was not confirmed by the results, because not in all the companies, the sales 
forces know and use a range of concepts and established sales techniques. Thus, 43.9% of 114 companies use the 
matrix gain-gain in sales activity, only 22.8% of the companies apply the Planning matrix based on the use of 
specific concepts, the sales concept and the concept of the client, of the product, 25, 4% of the companies adopt 
the model based on stages of sales and only 6.1% of the companies have implemented the SPIN model. Regarding 
the concepts applied, the concept of the customer is very important for 50.9% of 108 respondents, the concept of 
sale by 62% of the respondents and the product by 60.2% of the respondents.  
Other concepts used in sales forces practice, such as handling objections (overcome objections) are 
considered very important and significant by 74.3% of the companies, trial closing 71.7%, sale closing 86.8%, 
getting commitment 67.3%, argumentation for 69.8% of the companies. The large number of favorable responses 
is focused for the companies with strong competitive market and those which follow to preserve or improve its 
market position. 
4. Conclusions, Limitations of the Study and Future Research Directions 
 
The analysis of the data from this research have revealed issues relating to the particular sales forces, 
though not a representative sample, the results cannot be generalized globally. Thus, there have been confirmed 
two of the four initial hypotheses, the specific objectives relating to those made by the sales forces and their skills 
and competencies.  
The other two hypotheses, concerning the position of the sales forces in relation to the marketing and 
sales techniques adopted by the sales forces were not confirmed in this study, which shows that in the companies 
studied, the sales management is not yet very well controlled, there were not directly acquired a number of 
concepts and techniques of selling with potential of obtaining maximum results in the business of selling. We 
recommend investing in training the sales forces by attending training programs based on acquiring the most 
modern sales techniques adapted to their field. 
However, at an empirical level, we have seen a link between the objectives and the tasks of the sales 
forces, on the one hand, and the strategic marketing, on the other hand, having in view a cooperation between the 
two departments, marketing and sales. But, a marketing strategy adopted in the marketing department must be 
implemented by the sales forces after they have been properly trained. 
This study should be viewed with reservation because of its limitations related to sampling, but can open 
a window to the study of the causal relationships between the marketing and sales activity held within companies. 
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